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1. Introduction 
 

The Town of Borden-Carleton was identified in 2016 as a suitable candidate community for Tourism 

Atlantic’s Sustainable Tourism Expansion Program (STEP).  Tourism Atlantic is a division of the 

Atlantic Canada Opportunities Agency (ACOA). STEP is an innovative, comprehensive process that 

guides communities through a series of well-tested strategic ‘steps’ aimed at creating a Sustainable 

Strategic Tourism Plan that incorporates products, services and experiential tourism. STEP provides 

communities, planners, residents and entrepreneurs with an intrinsic understanding of destination 

development, tourism sector trends, and proven techniques in experiential tourism development. STEP 

engages community leaders and other stakeholders in the design and execution of actionable, sustainable 

tourism development plans.  

 

Through the auspices of the Town of Borden-Carleton and the Borden Area Development Corporation 

(BADC), STEP has been introduced to assist stakeholder communities in becoming a sustainable 

tourism destination by exposing planners, residents and local entrepreneurs and influencers to varied 

techniques and formulas required for sustainability.  

 

The STEP process has gathered together a working group consisting of the municipality, business 

owners, organizations and the community at large to focus on strategic planning, building tourism 

capacity and undertaking experiential product development. The destination area features a number of 

iconic natural, outdoor, cultural and historic assets and experiences, most of which are linked to the 

town’s vital role as Prince Edward Island’s most important tourism and transportation gateway. 
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2. Borden-Carleton STEP Goal 

 
The goal of the Borden-Carleton STEP initiative is to provide a proven Step-by-Step process to help 

guide stakeholders and the community in building and executing a successful Sustainable Tourism 

Community Plan. 

          

 

3. Main Guiding Principles of Borden-Carleton’s Tourism Product/Experiential 

Development 
 

There are several Main Guiding Principles related to tourism product and experiential development 

which Borden-Carleton will recognize and practice. 
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Follow the Tourism Market Readiness Continuum         

In-demand products and experiences to be developed for Borden-Carleton will be the result of strong 

research, spending quality time in the ‘laboratory’ for product and experience-building and ultimately 

the creation of a brand which rewards the destination area with total ownership. 

 

 

 
Follow the Travel Demand Generator Model 

Research drives the Product which drives the Brand which drives the Marketing which Drives Demand. 
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Pursue Design Excellence 

Every physical element involving the business plan has been predicated on the philosophy of engaging 

skilled, accredited design professionals in such areas as graphic design, spatial design, signage, etc. 

 

 

 

 

 

Use the 12 Essentials of Leading Travel Experiences 

The 12 Essentials of Successful Travel Products experiential development model will be instrumental in 

helping to build new tourism products and experiences for the destination area.  
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The 12 Essentials details include: 

 Well-Themed – the destination area’s theme and brand will be linked to the authentic product 

and experiential realities of the destination area. 

 The Essence of the destination – the destination area will strongly evoke the finest natural and 

cultural attributes of Prince Edward Island. 

 Authentic – the most authentic experiences will rise to the top destination area’s promotional 

inventory. 

 Accessible – the destination area’s experience will be more accessible to more customers. 

 The Emotional Trigger – the destination area will offer experiences which captivate and capture 

the customer. 

 Sense of Place – the destination area’s culture and history will drive consumer interest. 

 Educational – the destination area will set new standards in Prince Edward Island for educational 

tourism products and experiences. 

 Entertaining – the destination area will evoke joy and laughter through the cultural and nature 

experiences. 

 Enriching/Accomplishment – nature and outdoor experiences will drive the destination area’s 

personally enriching products and experiences.  

 Hands-on – visitors to the destination area will directly experience nature and cultural products 

and experiences. 

 Value-Added – the destination area will become known for providing value-added products and 

experiences to visitors. 

 Exceed Expectations – the STEP Working Group will challenge destination area operators and 

the community to exceed the competitive norm in Prince Edward Island and Atlantic Canada. 

 

Pursue Total Brand Ownership 

The plan will pursue total brand ownership for the Borden-Carleton destination area. 

 

Ensure Partnerships and Strategic Alignment 

The plan will ensure strategic alignment with key partners, including but not limited to: the Atlantic 

Canada Opportunities Agency, the Province of Prince Edward Island, the Town of Borden Carleton, the 

Central Coastal Drive and the Gros Morne Institute of Sustainable Tourism (GMIST). 

 

 

                                  
 

 

 

 

 

 

 



Borden-Carleton STEP Strategic Action Plan 

 

Page 8 

 

Product Development Types 

The Borden-Carleton STEP Working Group strategy will pursue both the tangible and intangible 

streams of product/experiential development. 

 

 

4. The Situation 
 

Who Is the Customer? 

The STEP Working Group will, as an interim body, set the stage for a set of more permanent interests 

(e.g. volunteer, institutional, foundations, municipal governments, the provincial government, etc.) to 

shift the destination area from the status quo toward reaching its highest potential. The highest potential 

travel customers are characterized as the classic touring vacationer of Atlantic Canada who by far 

represents the largest volume of visitors to Atlantic Canada, including, of course, Prince Edward Island. 

The classic touring vacationer can be considered as visitors in the mainstream (not fixated on one 

particular niche (e.g. birding, surfing, genealogy) who are travelling via rubber tire (e.g. private 

automobile, escorted motor coach, private touring vehicles). The Borden-Carleton destination area 

enjoys one of the most absolute capture points for touring vacationers within all of Atlantic Canada. 

 

 
 

 

The classic touring vacationer, in one form or another, is exemplified here through the attributes below 

(combined with their points of origin – all figures provided by Prince Edward Island Tourism – 2014 

Visitor Exit Survey).  

Tangible Development 

• Transportation infrastructure 

• Destination community infrastructure  

• Fixed roof accommodations  

• Foodservice facilities  

• Alternative accommodations  

• Retail facilities  

• Heritage and cultural facilities  

• Outdoor adventure infrastructure  

Intangible Development 

• Human resource education and training  

• Best Practices missions  

• Operator mentorship  

• Experiential enhancement  

• Creation of themed organized activities  

• Cultural performance development  

• Story and interpretation development  

• Package theming and construction  
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Primary data from the survey is exhibited in the following tables: 

 

 

Activities Participated in on Prince 

Edward Island 

Percentage 

Sightseeing/Driving Tour 60% 

Visiting Historical/Cultural Attractions 37.5% 

Shopping for Local Crafts/Souvenirs/Antiques 32.2% 

Going to a Beach 29.7% 

Sampling Local Culinary Products 27.3% 

Visiting Anne of Green Gables Attractions 22% 

Visiting a National or Provincial Park 19.6% 

Visiting Friends and Relatives 17.5% 

Visiting Birthplace of Canada Attractions 16.3% 

Using the Confederation Trail 4.2% 

Attending a Festival, Event or Concert 3.3% 

 

 

Point of Origin 
The largest percentage of arrivals to Borden-Carleton are from Prince Edward Island, of the 

rest 

31.9% were from NS. 

31.8% were from NB 

12% were from ON. 

9.5% were from PQ. 

5.5% were from Other Canada 

7.3% were from the U.S. 

The balance were from overseas. 

 

 

Primary Data 
72.6% of full-year visitors were here for pleasure travel with 95.8% during July and 

August 

First-time visitors were recorded at 32.9 with repeat visitors at 67.1%. 

20% of visitors were here for Visiting Friends and Relatives (VFR). 

The average length of stay was recorded as 4.27 nights. 

The total expenditures were recorded as $470.9 million. 

The average party size was recorded as 2.94 people. 

The average expenditure/party was $1,169.21 per party per visit with the highest 

recorded in the main season at $1,558.60. 
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Trip Advisor Top Points of Interest on Prince Edward Island  
(Referenced on February 28, 2017) 

Confederation Centre of the Arts. 

St. Dunstan’s Basilica. 

Cavendish Beach. 

Victoria Park. 

Green Gables Heritage Site. 

P.E.I. National Park. 

Basin Head. 

Victoria Row. 

Brackley Beach 

  
 

Additional 2014 Visitor Exit Survey Highlights 

 In total, 402,756 visitor parties stayed at least one night in PEI during 2014.  

 The majority of overnight parties had travelled to PEI to visit friends and/or relatives or for 

business purposes. 

 Over three-quarters (77.9%) of overnight parties were comprised of only adults. In the 

September-October fall shoulder season, 91.3 percent of overnight parties included only adults. 

The season with the greatest percentage of families/adults with children was the July-August 

main season (33.1% of parties who visited during this season).  

 About 39 percent of overnight parties were comprised of adults aged 55 and over, 14.5 percent 

were comprised of adults between the ages of 35 and 54, and 7.2 percent of parties were 

comprised of millennials (aged 18 to 34).  

 About 22 percent of overnight parties were families/adults with children and 17.4 percent of 

overnight parties were comprised of travelers of varying age generations.  

 Over one-half (53.5%) of overnight parties that visited in the fall shoulder season were 

comprised of adults aged 55 and over.  

 The average party size for overnight visitor parties was 2.94 people. The average party size was 

lowest in the January April winter off-season at 2.28 people and highest in the July-August main 

season at 3.39 people. 

 Overnight visitor parties were comprised of slightly more females than males (52.9% versus 

47.1%). This was consistent across seasons with the exception of an even split of males and 

females during the January-April winter offseason.  

 Looking at individual overnight visitors to PEI, 21.0 percent were between the ages of 55 and 64, 

19.1 percent were aged 65 and over, and 16.4 percent were between the ages of 45 and 54. 

Overall, 17.4 percent were under the age of 18, 13.7 percent were between the ages of 18 and 34, 

and 12.5 percent were between the ages of 35 and 44.  

 On average, overnight parties were away from their home for 7.16 nights. PEI was the primary 

destination of the trip for 87.6 percent of overnight parties. They spent an average of 4.59 nights 

in PEI. Parties spent some nights in Nova Scotia (average of 0.95 nights) and New Brunswick 

(0.68 nights), as well as other places.  
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 In the two winter off-seasons, PEI was the primary destination of the trip for almost all of the 

parties that visited during those seasons.  

 The most popular tourism regions for overnight stays were the Greater Charlottetown Area and 

the Green Gables Shore region. Thirty-nine percent of overnight parties stayed at least one night 

in the Greater Charlottetown Area and 32.1 percent of total accumulated nights in PEI were spent 

in this region. About 26 percent of overnight parties stayed at least one night in the Green Gables 

Shore region and 30.8 percent of total accumulated nights in PEI were spent in this region. About 

14 percent of total accumulated nights were spent in the Points East Coastal Drive region and 

10.2 percent were spent in Summerside. Less than 8 percent of total nights were spent in each of 

the Red Sands Shore and North Cape Coastal Drive regions. 

 Total direct expenditures by overnight visitor parties totaled more than $470.9 million. The 

majority (58.5%) of expenditures occurred during the main season of July and August ($275.3 

million). The fall shoulder season of September and October accounted for the second highest 

expenditures at $84.2 million (17.9% of total expenditures).  

 Overnight parties spent an average of $1,169.21 per party per visit in PEI. This spending was 

highest among those who visited in the main season ($1,558.60) and lowest by those who visited 

in the January-April winter off-season ($573.53).  

 The items that accounted for the greatest proportion of per party per visit spending were 

accommodations ($401.31; 34.3%), food and beverage at restaurants, bars, etc. ($205.28; 

17.6%), shopping ($132.59; 11.3%), and vehicle operation ($117.90; 10.1%). 
 
Most Noteworthy Visitor Data Related to Borden-Carleton 

Borden-Carleton’s visitor experience will have to become more dramatically associated with: 

 Being an integral aspect of the sightseeing and touring experience associated with P.E.I., no 

doubt highlighted by the magnificence of the Confederation Bridge. 

 Providing an outstanding coastal experience, including exposure to area beaches. 

 Providing excellent shopping featuring locally produced crafts and souvenirs. 

 Providing excellent culinary experiences. 

 Providing experiences which appeal to both first-time and repeat visitors to P.E.I. (e.g. Canada’s 

Food Island Experience). 

 

Travel Motivators/Travel Generators/Experience Types        

Several key travel motivators/travel generators apply to the Island tourism situation expressed through 

the combined strategies of P.E.I. Tourism and the Atlantic Canada Opportunities Agency. The following 

table provides the STEP consultant’s assessment regarding Borden-Carleton’s status and potential with 

regard to each of the identified key motivators/generators. 

 

Travel Motivators/Travel 

Generators 

Borden-Carleton Status Quo Borden-Carleton Potential 

Coastal Experiences Low-Medium 

Strong coastal presence but access and 

experiences extremely lacking. 

High 
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Sightseeing and Tours Low-Medium 

Strong capture capability but no 

sightseeing and touring focal point. 

High 

Culture, Recreation and Heritage Low-Medium 

Marine rail park presence but other 

elements under-exposed. 

High 

Outdoor Experiences Low-Medium 

Virtually no purchasable outdoor 

experiences. 

High 

Culinary Experiences Low 

Very limited offering of quality food 

and beverage experiences. 

High 

Experiential Accommodations Low 

Very weak service offer. 
Medium-High 

Major and International Events Low 

Short history of major events. 

 

Medium-High 

Golf Low 

Space and demand deficient. 

N/A 

 
 

Best Practices 

The STEP Working Group has examined a number of relevant destination best practices, highlights of 

which are included in appendix E, which present lessons learned in terms of sustainable tourism product 

and experiential development and marketing. Those best practice destinations have included: 

 Coastal Maine (e.g. Bar Harbour, Freeport, Bath). 

 The story behind Bouctouche Bay Eco-Tourism Inc. 

 Vision Alma – Alma, New Brunswick. 

 Destination Georgetown – Georgetown, P.E.I. 

 St. Andrews-by-the-Sea, N.B. 

 Victoria-by-the-Sea, P.E.I. 

 The Lighthouse Picnics. 

 

Additional Product/Experiential Development Tools/Techniques 

The STEP Working Group will also employ in its planning several additional proven product and 

experiential development tools and techniques. 
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A New Destination Brand Opportunity 
 

 

 

 

 

5. A New Destination Brand Opportunity 
 

The world is increasingly smaller and more accessible and more affordable than at any other time in 

history. Tourism is an extremely competitive business. 

 

In order to compete, Borden-Carleton will need to fully capitalize on the product and experiential 

development ideas presented in this plan. Borden-Carleton needs to think about itself as a true tourism 

destination area. The Borden-Carleton destination area needs to be seen and appreciated in a fresh new 

light supported by dynamic products and experiences. This can only come from fresh new product and 

experiential positioning backed by thematic and brand directions that will be able to compete with other 

products and experiences currently found in Prince Edward Island, in Atlantic Canada, in Canada, in 

North America and overseas. That ‘fresh new light’ emanates from recognizing the authentic tangible 

and intangible values of Borden-Carleton. These values are highlighted by the destination area’s strong 

coastal footprint and its history (and future) as the principal gateway to P.E.I. The STEP Working Group 

has recognized that once the STEP process is complete, a strong new entity is needed to carry the 

tourism planning and implementation process forward. The Working Group has opted, in consultation 

with the Town of Borden-Carleton and the Borden Area Development Corporation, to establish a new 

community-based and driven STEP implementation committee under the auspices of the BADC. This 

committee will undertake destination tourism development and marketing; the committee will be called: 

 

 Destination Borden-Carleton 
 

Thematic and Brand Direction 

Spring-boarding from the name of the destination area, there will be a need to create a signature line 

(slogan or descriptor which no other destination area is using) designed to lure consumers into a more 

determined visitation mindset versus the transient mindset which is today’s norm (see Appendix G – 

Brand Creative Brief): 

Prince Edward Island’s Home Port 
Destination Borden-Carleton 

 

Accelerated Market Readiness (AMR) 
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Positioned as Prince Edward Island’s Home Port Destination Borden-Carleton can pursue the creation 

and delivery of products, services and experiences which promise visitors and Islanders alike a more 

powerful sense of arrival, a more powerful sense of belonging and a more powerful emotional 

attachment to the Island’s primary point of entry. Prince Edward Island’s Home Port will be the over-

arching message in all forms of destination communication to convey to consumers that Destination 

Borden-Carleton has a special place within the Prince Edward Island experience – one which cannot be 

overlooked and must be explored. As the Island’s ‘Home Port’, it will be clear to consumers that 

Borden-Carleton is a seafaring town with an exclusive place in Island history and contemporary life – 

where there are stories to be told and experiences to be enjoyed which focus on Borden-Carleton’s 

heritage and history, backed by a new generation of emerging enterprising cultural, culinary, retail, 

accommodation and entertainment entrepreneurs. The STEP working Group is dedicated to this simple 

message being combined with imagery and artistic renderings, and subjected to a professionally 

managed, independent qualitative consumer research test as part of the effort to arrive at a competitive 

brand conclusion for the destination area. Building on the resulting brand conclusion, the destination 

will be supported by a comprehensive brand and communication package, including a professionally 

rendered word-mark and an accompanying signature line which embellishes the destination and its 

extraordinary values. 

 

  

6. Tourism Positioning 

 
Borden-Carleton will be competitively positioned as the home port and point of arrival to Prince 

Edward Island. 

 

 

7. Tourism Vision 

 
Destination Borden-Carleton is a vibrant, active, in-demand tourism destination supported by one-of-a-

kind scenic viewing, a food market/culinary atmosphere, quality accommodations, unique retail and 

interactive cultural and outdoor experiences. 

 

 

8. STEP Working Group Tourism Mission 

 
To transform Borden-Carleton from being a tourism-transient town into a true travel destination which 

welcomes, embraces, entertains and retains visitors and enhances the prosperity and quality of life for 

local residents. 

 

 

9. Tourism Strategic Objectives 

The Borden-Carleton STEP Working Group will lead and concentrate on six key strategic objectives in 

fulfilling its strategy: 

1. To enhance the prosperity and quality of life for residents of Borden-Carleton. 

2. To adopt and adhere to a firm set of strategic guiding principles which will result in a true 

sustainable tourism community. 
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3. To lead a community-driven strategic planning process that is reasonable, functional, effective, 

and is based on a clear set of priorities. 

4. To define Borden-Carleton based on an unequivocal unique selling proposition (USP) which 

enhances the destination’s profile within Prince Edward Island and, by extension, the national 

tourism marketplace. 

5. To convince key influencers, communities, residents and investors that Borden-Carleton has 

outstanding destination potential. 

6. To enhance the community’s professional capacity toward the creation of a new generation of 

year-round products, services and experiences for visitors to and residents of Borden-Carleton. 

 

 

10.  Action Plans to Achieve Strategic Objectives 

 
In the following table, the action plans to achieve the strategic objectives have been derived from 

Working Group deliberations and consultations with the residents and business stakeholders of the 

Town of Borden-Carleton. Note that the proposed actions are aspirational in nature and have not been 

funded. The proposed actions are also supplemented by the vast range of ideas received through 

community consultations as found in plan Appendix D. 

 

ACTION PLANS 

Action Plans to Achieve Objective #1 

To enhance the prosperity and quality of life for residents of Borden-

Carleton. 
 

 

 Ensure that community consultations solicit a wide range of ideas aimed at benefiting 

residents (e.g. recreation, lifestyle, community assets, sustainability, services, etc.). 

 Establish an effective Facebook presence explaining the STEP process and promoting 

involvement, engagement and the contribution of ideas. 

 Undertake an interactive design charrette intended to capture the Working Group’s and 

municipal council’s ideas as a preliminary form of spatial planning. 

 Undertake professionally-led spatial planning/design efforts to potentially integrate and blend 

various forms of development – explore the possibilities of ensuring ease of vehicular, cycling 

and pedestrian connectivity between the coastline, Gateway Village and other key points 

within the community a seamless housing/condo/apartment/retail/community-

use/tourism/other services zone. 

 Ensure the long term ownership and protection of the harbour assets. 

 Strategically situate more comfort, seating (e.g. Adirondack chairs) throughout the 

community. 

 Create a program for street art and interactive public spaces. 

 Relocation of Borden-Carleton municipal offices to a suitable location in Gateway Village. 

 Create a winter skating oval. 

 Expand on beautification competitions. 

 Design and build a new year-round recreational facility which will serve as a gathering and 
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unifying point for the community and surrounding areas. 

 Other to be determined by Destination Borden-Carleton. 

  

Action Plans to Achieve Objective #2 
To adopt and adhere to a firm set of strategic guiding principles which 

will result in a true sustainable tourism community.  

 
 

 Formal adoption within the STEP strategic plan of select guiding principles and tourism 

development techniques. 

 The STEP Working Group will be exposed to a session focusing on the meaning and examples 

of sustainable tourism development. 

 Sustainable tourism practices will be shared and understood by members of the Working 

Group and the community. 

 Conducting a comprehensive series of themed workshops which expose Destination Borden-

Carleton and community stakeholders to tourism development ideas, techniques and 

opportunities. 

 Other to be determined by Destination Borden-Carleton. 

 

Action Plans to Achieve Objective #3 
To lead a community-driven strategic planning process that is reasonable, 

functional, effective, and is based on a clear set of priorities. 
 

 

 Follow and complete the STEP formula. 

 Develop and maintain a focus on best practices. 

 Engage and communicate with the community and all identifiable stakeholders. 

 Ensure that all of the available historical, cultural and scientific intelligence about the 

destination area arrives at the STEP strategic planning table. 

 Ensure that all of the Borden-Carleton STEP documentation and communications are as 

simple and clear as possible. 

 Follow strategic planning best practice principles, including examining the ‘best of’ STEP 

outcomes from other jurisdictions (e.g. create interchange with STEP community people from 

Alma and elsewhere). 

 Work to ensure that the leadership and all of those on the STEP Working Group are fully 

informed, engaged, active and rewarded relative to the effort. 

 Coordinator, co-chairs and the STEP consultant should work to ensure that the Working 

Group remains focused on a finite agenda of actions and outcomes which are attainable and 

practical. 

 Establish a new committee, to be known as Destination Borden-Carleton, under the auspices 

of the Borden Area Development Corporation to implement the STEP Strategic Plan and 

promote Borden-Carleton as an experiential tourism destination. 

 Engage qualified professionals to lead in community, touristic, economic development master 
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spatial planning. 

 Identify lands which are available for development and/or renewal. 

 Other to be determined by Destination Borden-Carleton. 

Action Plans to Achieve Objective #4 
To define Borden-Carleton based on an unequivocal unique selling 

proposition (USP) which enhances the destination’s profile within Prince 

Edward Island and, by extension, the national tourism marketplace. 
 

 

 Establish Destination Borden-Carleton as a tourism trade name under the auspices of the 

BADC. 

 BADC to seek funding to engage economic development officer with tourism as their number 

one priority. 

 Develop hypothetical positioning, thematic and brand options for exposure to, and reaction 

from, local residents. 

 Ensure options are subjected to professionally managed, qualitative consumer testing. 

 Other to be determined by Destination Borden-Carleton. 

 

Action Plans to Achieve Objective #5 
To convince key influencers, communities, residents and investors that 

Borden-Carleton has outstanding destination potential. 
 

 

 Complete the most comprehensive, insightful strategic plan in the history of the STEP 

program. 

 Attract a dynamic group of key partners to support the Borden-Carleton STEP thrust (e.g. 

Strait Crossing Inc. Maritime Electric, Canada’s Food Island, etc.). 

 Stage formal STEP strategic plan presentations to political and institutional influencers – 

wage a campaign of strategy awareness toward ACOA, provincial tourism and transportation 

interests, provincial Cabinet, MP’s, MLA’s, local corporate leadership (e.g. Trans-

Continental, Master Packaging, Silliker’s, MacDougall Steel, etc.). 

 Other to be determined by Destination Borden-Carleton. 

 

Action Plans to Achieve Objective #6 
To enhance the community’s professional capacity toward the creation of 

a new generation of year-round products, services and experiences for 

visitors to and residents of Borden-Carleton. 
 

 

 Using the January 2017 design charrette report as an initial guide, create a new master spatial 

plan for Borden-Carleton’s touristic, commercial, residential and potentially integrated 
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touristic/residential/commercial areas. 

 Solicit experiential development ideas from stakeholders. 

 Work with GMIST to solidify best-of experiential development ideas. 

 Establish partnerships toward the engagement of an executive-level tourism economic 

development officer whose sole focus is tourism development and marketing. 

 Lobby to correct the mis-direction of Gateway Village – develop a new retail plan. 

 Focus on creating a dynamic new bridge observation area as a showcase and centrepiece of 

the destination’s reinvigoration. 

 Create the conditions providing for the incubation of new experiential opportunities 

(provide/create spaces for new tourism-related start-ups to establish themselves and flourish). 

 Work in particular with SCDI to establish concessioned bridge-themed marine and other 

bridge interpretive tours and experiences. 

 Plan, fund and launch a packaged series of specifically themed, interactive tourism workshops 

designed to stimulate the interest of the widest possible constituency of community, business 

and other stakeholders (e.g. Fishers Diversification Workshop, The Art of Storytelling, 

Themed Culinary Experiences, Retail Craft for Profit, How Design Drives Success, Branding 

Your Business, Experiential Enhancement, How to Operate a Successful Inn or B&B). 

 Interconnection of existing and future trails. 

 Strengthen partnerships with DFO and the Harbour Authority to clean up and redevelop the 

harbour for fisheries, recreational and tourism uses. 

 Enhance visitor-use infrastructure at Noonan’s Beach. 

 Advantage birding and eco-tourism opportunities related to the Ducks Unlimited marshlands. 

 Incubate a new internet café business start-up within Gateway Village.  

 Explore re-purposing the park caboose (e.g. canteen). 

 Other to be determined by Destination Borden-Carleton. 
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Appendix A – Definitions define e destination area based within by extension the inter 

 

A Tourist is globally defined as a person who leaves his/her hometown (permanent place) on a 

temporary basis for the purpose of seeking new experiences, having fun and entertaining, engaging or 

spectating sports, seeing cultural & historical places (attractions) etc. On the condition that she/he should 

stay no less than 1 day and no longer than 12 months, making use of a tourist facility for accommodation 

and spend her/his own money through their holiday. In the case of Borden-Carleton, target groups are 

not always likely to fit into this classic ‘tourist’ category but are to be joined by visitors and travelers 

having differing desires and needs (e.g. frequent travelers engaged in Visiting Friends and Relatives – 

VFR – or for business purposes or destined to other destination areas on Prince Edward Island but who 

are prime candidates for extracting greater length of stay in the Borden-Carleton area). 

 

Destination Tourism is defined as “a local tourism destination is a physical space in which a visitor 

spends at least one overnight. It includes tourism products such as support services and attractions, and 

tourism resources within one day´s return travel time. It has physical and administrative boundaries 

defining its management, images and perceptions defining its market competitiveness. Local tourism 

destinations incorporate various stakeholders often including a host community, and can nest and 

network to form larger destinations." In the case of Borden-Carleton, ‘destination tourism’ should be 

viewed in two respects: 

1) The over-arching goal of generating overnight tourism due to the introduction of greater critical 

mass of high quality accommodations (e.g. Canada Select 4-Star-plus experiences); and 

2) The goal of significantly expanding daytime visitor length of stay due to the availability of 

unique, high quality tourism experiences. 

 

Sustainable Tourism is defined as tourism that takes full account of its current and future economic, 

social and environmental impacts, addressing the needs of visitors, the industry, the environment and the 

host community. 

 

Experiential Tourism are travel products and offerings which resonate on a deeper emotional level, 

that are more adventurous, more personalized, and more attuned to local culture, inspiring consumers 

toward a path of self-discovery. 

 

Intangible Tourism or cultural heritage is sometimes referred to as "living heritage" which comprises 

those non-tangible or physical aspects of a culture that define a destination. They can include traditional 

knowledge and skills, beliefs, oral traditions, customs, languages, music, dance, and celebrations.  

 

Tangible Tourism consists of product elements that make up an integrated tourism package described 

on a needs basis, including: Objects and Attractions; Services Travel Agents & Tour Operators; Service 

Transportation Company; Accommodation Services, Restaurants, Recreation and 

Entertainment; Services Souvenir (Souvenir); and Business Services Support.  

 

Travel Generators/Travel Motivators are why people travel, what experiences people are trying to 

achieve and look forward to. 

 

A Unique Selling Proposition (USP) is the reason that one product or service is different from and 

better than that of the competition. 
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Competitive Positioning is the process marketers use to determine how to best communicate 

their products' attributes to their target customers based on customer needs, competitive pressures, 

available communication channels and carefully crafted key messages. 

 

Brand Creative Brief is a written tool that makes it easier for communicators to identify their brand 

and its content priorities while ensuring that each communication/message carries a consistent voice and 

strong message that focuses on what benefits the audience. 

 

Accelerated Market Readiness (AMR) is a business improvement program that offers individual 

tourism operators the ability to increase their standards of excellence and be more responsive to 

emerging tourism trends in an inexpensive and timely manner. 

 

Benchmarking is the technical, analytical process of comparing one's business processes and 

performance metrics to industry bests and best practices from other companies or organizations – in the 

case of Borden-Carleton the process applies to the community and its assets and population.  
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Appendix B – The Borden-Carleton STEP Working Group 

 
A Results-Driven STEP Working Group  

Since the earliest point in its mandate, the members of the Borden-Carleton Working Group have acted 

professionally and inclusively in an effort to produce tangible results for the interests they represent. The 

Working Group is comprised of the following individuals: 

 

Jeanette Arsenault – Co-chair (Owner Shop and Play) 

John Morrison – Co-chair (Resident, Retired Consultant) 

Laurel Palmer-Thompson (Resident, Planner with the City of Charlottetown) 

Sarah Bennetto O'Brien (Resident, Owner Scapes Takeout) 

Sandy Darrach (Resident, Owner Down by the Bridge Ice Cream Shop) 

Dean Sexton (Resident, Retired, Mayor) 

Charles MacKenzie (Resident, Retired, Deputy Mayor, Chair BADC) 

Sharon Leard (Resident, Librarian, BADC Member) 

Barb Wood (Resident, Canada Post, BADC Member) 

Cheryl Roche (Gateway Village Business Owner) 

Peggy Miles (CCTP)  

Deborah Doucette (ACOA) – Ex-officio 

Kevin Coady (CAO Town of Borden-Carleton) – Ex-officio 

Harvey Sawler (STEP Consultant) – Ex-officio 
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Appendix C – SWOT Analysis         

                  
SWOT Analysis (Strengths – Weaknesses – Opportunities – Threats) 
During the initial stages of the Borden-Carleton STEP process, a thorough SWOT analysis was 

undertaken by the assigned working group. Following are the results of that analysis: 

 

Strengths 

 Confederation Bridge. 

 Heritage of Marine Atlantic and ferry services, the railway, iceboats. 

 Significant coastal footprint and beach/waterfront properties. 

 Significant marine infrastructure (harbor). 

 Extraordinary capture potential of visitors to PEI. 

 Low institutional rental rates. 

 Ducks Unlimited marsh presence. 

 Stunning sunsets. 

 Central location; less than an hour from key Island centres. 

 Rebranded and revived campground. 

 Successful candidacy as a STEP community. 

 Beginning point for two scenic routes and arguably a third (North Cape Coastal Drive). 

 Start of the Confederation Trail. 

  

Weaknesses 

 Poor curb appeal. 

 High unemployment. 

 Slightly declining population according to the 2016 Census data.  

 Lack of some essential services. 

 The condition of the bridge fabrication yard. 

 Lack of entertainment and things to do. 

 Poor (late) exit-access/alignment from the bridge into the commercial district. 

 Lack of physical connectivity from Gateway Village to the waterfront and other areas of the 

town (poor stroll-ability and mobility). 

 View-ability of the bridge dramatically unexploited. 

 Limited tourism services infrastructure.  

 Retail has for the most part grown tired. 

 Gateway Village has deteriorated and lacks strong branded products. 

 Virtually no experiential tourism offering. 
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 Islanders under-appreciate Borden-Carleton as their emotional place of arrival – as their place of 

homecoming. 

 Borden-Carleton very low on the tourism investment radar. 

 Lack of a comprehensive master spatial plan focused on tourism and community aspirations and 

opportunities (no clear 100% Point). 

 Loss of services (e.g. doctor, pharmacy, church, bank). 

 

Opportunities 

 Catalogue all land ownership with emphasis on crown lands access and availability and the 

potential to partner with the Province of Prince Edward Island. 

 Opportunity for municipal, provincial, federal intervention to stimulate entrepreneurship and 

incubate businesses. 

 Opportunity to work more cohesively with Strait Crossing (pursue a memorandum of 

understanding – MOU – focusing on future  partnerships), with Maritime Electric and private 

sector interests. 

 Creation of the ‘Canada’s Food Island Experience’… replicate the Masstown effect (beginning 

with acquisition of www.canadasfoodislandmarket.com and www.canadasfoodislandmarket.ca 

domains) 

 Embark on a comprehensive master spatial tourism and community plan. 

 Recognize the significance of ‘the Adams plan’ for the Port of Borden, based on the urban 

planning philosophies of 19th/20th-century planner Thomas Adams including the potential to 

focus on the concept of a ‘garden-city’ approach (the community is a park-the park is  the 

community), revival of an arrival archway, creation of a gazebo/bandstand, fixing the clock and 

fountain, adding additional fountains, the use of fire, future housing concepts, etc. 

 Borden can do more to underscore those buildings having unique or interesting architectural 

features, including the potential to renew fencing styles within the community. 

 Pursuit of one or more daily-offered bridge-viewing marine/interpretive experiences. 

 Pursuit of a daily-offered bridge-interior tour/interpretive experience. 

 2017 is the 100th anniversary of the establishment of Port Borden and the 20th anniversary of 

completion of the Confederation Bridge. 

 2019 is the 100th anniversary of the incorporation of the Town of Borden. 

 Redesign and enhancement of existing marine rail park and museum. 

 Recognize, commemorate and interpret other fascinating historical, cultural and natural attributes 

of the community, including: 

‒ Hauling of entire houses across the ice from Cape Traverse. 

‒ Marine life in the vicinity, including market analysis/rationalization re the idea for 

developing an aquarium. 

‒ Birding life in the vicinity. 

‒ Guided exploration of the Confederation Bridge. 

http://www.canadasfoodislandmarket.com/
http://www.canadasfoodislandmarket.ca/
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‒ History of the electric cable. 

‒ Creation of a lighthouse trail within the town proper. 

‒ Other to be determined. 

 Create partnerships connecting to Charlottetown and Summerside. 

 Create a strong signature retail product associated with the destination. 

 Potential for creating industrial tour experiences. 

 Potential as a 52-week destination area. 

 More targeted utilization of the available work force (e.g. certified interpreters, retail training). 

 Potential as a yachting destination. 

 Potential embarkation and termination point for ‘Round-the-Island’ yacht race. 

 

Threats 

 Other jurisdictions competing for provincial and federal resources. 

 Condition of the bridge fabrication yard. 

 Deterioration of local infrastructure (some homes). 

 Low economic return for businesses of a seasonal nature. 

 Loss of central services (e.g. banks, etc.). 

 Resistance to change. 

 Climate change; coastal erosion. 
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Appendix D – Community Consultation Inputs 

 
The first of two community consultation open houses was conducted at Gateway Village on Tuesday, 

September 27, 2016. 

 

The open house consisted of a plenary presentation summarizing the draft strategic plan and a mixer 

which provided opportunities for attendees to visit a series of information stations to discuss the plan 

with working group members and to record their thoughts/inputs. The stations were themed on the 

plan’s Vision, Mission, Strategic Objectives and a series of potential destination area positioning, 

thematic and brand ideas.  

 

Following are the results of the comments received from attendees:  

 Victoria-by-the-Sea should be viewed as a community development best practices model based 

on its small-town, hamlet feel. 

 Establish a community garden. 

 Borden-Carleton could become known for selling organic produce. 

 Action should be taken to clean up unsightly premises, especially the go-cart track property. 

 Carleton Siding should be renamed. 

 The advent of Confederation Bridge should be celebrated on an annual basis. 

 Create a bridge tour which includes food, history and entertainment. 

 Methods should be undertaken to add colour to the town. 

 Encourage more artisans to establish businesses in Borden-Carleton. 

 Establish a high school credit program for students involved in community service (e.g. 

community clean-up). 

 Create a picnic atmosphere at the railway park, including the staging of lobster and mussel boils. 

 Commercial zoning should be easier to obtain. 

 Attract visitor arrivals into areas of town other than just Gateway Village. 

 There is a need for quality accommodations. 

 The ‘home’ concept will not have strong meaning to visitors. 

 The proposed vision is too long, too vague and should be redefined and more targeted. 

 Retail should focus more on Island versus imported products. 

 A ‘residents committee’ or a residents’ association should be established to keep citizens 

informed on tourism and other developments 

 A museum focusing on the creation of the bridge (e.g. its design and construction) should be 

established. 

 Mitigate the eyesore factor of the fish plant and trucks need to be re-routed from Borden Avenue. 

 Make Borden-Carleton more family friendly. 

 Enhance and make the beach areas more accessible, including the proximity of parking. 
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 Consider ‘We are the Link’ and ‘Our Island’s Home Port’ and ‘Heartbeat of the Island’ as 

options for a destination slogan. 

 Have animators in period costumes (e.g. ferry captains or iceboat mariners). 

 Support expressed for the proposed benchmarking initiative. 

 Rename the community Port Borden. 

 Create wedding experiences with the bridge as the photographic backdrop. 

 Create a marina. 

 Dredge the wharf area. 

 Encourage the development of a waterfront hotel (e.g. a boutique versus chain hotel). 

 Create a youth hostel – also comments to avoid youth hostels. 

 Encourage the development of bed and breakfasts. 

 Connect Noonan Shores to the town (e.g. a pedway or bridge). 

 Enhance signage. 

 Take commercial/activity advantage (e.g. graffiti competition, other activities) of the SCDI 

“Stonehenge”. 

 Transform part of Stonehenge into a dog walking park. 

 Include a new library in any touristic development plans. 

 Community lighting is an issue which deserves a new design or plan. 

 Establish tennis facilities and community programming. 

 Create a new spatial plan for the former ferry staging area. 

 Make better use of the Gateway Village gazebo. 

 Attract cruise ships to Borden-Carleton. 

 Establish alternate energy sources (solar and wind) in Borden-Carleton. 

 Make the wharf more public. 

 Create a Skywalk type experience as in the Grand Canyon and the Alberta icefields. 

 Identify and/or if need be create Borden-Carleton’s ‘Main Street’. 

 Create an annual folk festival. 

 Create a tour boat experience focusing on the bridge. 

 Encourage the establishment of a trucker’s food and services facility. 

 Create a more conducive environment for motor coach visitation at the railway park. 

 Transform the railway caboose into a tea room and gift shop. 

 Capitalize on Canada Day with a huge fireworks display – “Let Our Link Light Your Way to 

Borden” concept. 

 Create more walking experiences and exposure to Borden-Carleton’s history/heritage. 

 Encourage the establishment of a bike rental and repair service. 
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 Create watersports activity. 

 

The second of two community consultation open houses was conducted at the Borden-Carleton Royal 

Canadian Legion at 7 p.m. on Thursday, May 4, 2017. Attendance and engagement at both open houses 

was very encouraging and bodes well for the future of the project. 

 

The consultation consisted of a presentation summarizing the STEP process and work achievements 

over the past year (conducted by Laurel Thompson), followed by an open-session Q & A which invited 

all stakeholders to address a panel consisting of Mayor Dean Sexton, Deputy Mayor and BADC Chair 

Charles MacKenzie, STEP co-Chair Jeanette Arsenault, Town of Borden-Carleton CAO Kevin Coady 

and STEP consultant Harvey Sawler as moderator. 

 

Following are the results of the comments received from attendees:  

 The dilapidated condition of certain properties within the town is very high on the list of 

concerns of town residents, including jurisdictional actions against properties which downgrade 

the physical well-being of the town. 

 There is a strong sense amongst stakeholders that they want to see action and momentum as a 

result of the STEP process – there is a strong pre-occupation with what are the next steps toward 

Borden-Carleton’s fulfilment as a sustainable tourism community. 

 There was significant discussion concerning the proposed spatial planning initiative, including 

whether or not the plan would incorporate public and privately owned spaces. It was noted that 

all town spaces would be factored into the plan. 

 Concerns were raised over the general lack of adequate signage and wayfinding and the need to 

draw visitors to local services and experiences, all of which again would be considered through 

the spatial planning exercise. 

 There is an expressed need to have a repository or resource for existing research and data related 

to the tourism sector. 

 There was an expression concerning the establishment of a Borden-Carleton Chamber of 

Commerce or some other form of business development association. 

 It was asked and noted that community stakeholders other than those involved on the STEP 

Working Group can play a role in the future governance of tourism development in the town 

(e.g. participation on the proposed BADC tourism development committee). 

 Issues were raised concerning Maritime Electric’s work on the town waterfront. 

 Questions were raised concerning the prospect of funding (e.g. ratepayers?) for the engagement 

of a tourism economic development officer for the town. 
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Appendix E – Highlights of the Coastal Maine Best Practices Mission 

 

Presentation & Tour with Derek O’Brien, Chief Administrative Officer, Town of St. Stephen 

St. Stephen, New Brunswick – The Chocolate Town 

506-466-7942 

dobrien@town.ststephen.nb.ca 

http://town.ststephen.nb.ca/ 

 

The Story: 

 

Population: 5,000 in town limits; regional population is 10,000. In 

August of 2015, a cross section of St. Stephen residents met to 

discuss issues relating to the revitalization of the town (80 people 

attended – Yarmouth Mayor Pam Mood spoke and inspired the 

group). 

 

Since that Vision Summit, a group of leaders has met weekly to take the input from the meeting and turn 

it into the foundation of an action plan for the future of St. Stephen. The group, now calling itself 

‘Future St. Stephen’, has identified four main target areas to focus on in the drive toward a vibrant, 

thriving town with a strong sense of civic, economic and social well-being. Each pillar has a leader and 

the leader presents once a month to the Future St. Stephen group. 

1. Citizen attitude and engagement – a united, positive outlook amongst local residents, with a 

willingness to participate in bettering the community for everyone (ex. strong communication on 

Facebook; bigger and better swearing in ceremony; growing social capital through programs like 

Welcome Wagon and events for newcomers). 

2. Business support and development for existing and new businesses – creating an environment 

that is favourable to businesses that will in turn thrive and create jobs (including marketing 

activities). 

3. Population growth – targeting young families, working professionals and active retirees to the 

area (goal: 1,000 new residents).  

4. Community development – improving the area’s assets, including accommodations, attractions, 

leisure activities, events and beautification. 

 

At a follow-up meeting in November 2015, residents were invited to think of actionable strategies that 

could be implemented in each of these areas, and asked to identify to which area they could contribute. 

It’s still early days for Future St. Stephen, but a tangible sense of hope, of collaboration and positive 

action are signs of great things to come. 

 

Key Messages: 

 Development Corporation needed to be completely restructured, so that it was effective for the 

community (now known as ‘Future St. Stephen).  

o Identified an issue, where the Chamber, BIA, Town, etc. all had plans that were developed 

in isolation. 

mailto:dobrien@town.ststephen.nb.ca
http://town.ststephen.nb.ca/
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o New format includes representatives from Chamber, BIA, other community leaders 

(Mayor, Former Mayor, David Ganong, and Business Owners from various sectors). 

Includes those with government connections. 

o Goal: stop managing, start developing. 

o The group meets every Tuesday afternoon from 4 – 5:15 pm: action items are identified 

and results expected by the following week.  

 New Development Corporation started working on developing a marketing plan: 

o Part of the plan was to market the town to themselves (i.e. residents).  

o Positioned St. Stephen as being the middle of everywhere.  

o New crest includes sails (optimism) and replaced the anchor (being held back).  

 Recognition that you don’t develop an idea and then sell it to the community. Community must 

be part of the planning process.  

 Event approach: aim to have events & activities 52 weeks of the year, achieved through growing 

community events, sport tourism, social events (note, the Town does not initiate all events, and 

sometimes simply works with other organizations to support their events). Studied the model of 

Fredericton as a sport tourism leader: http://www.tourismfredericton.ca/en/fredericton-sport-

tourism-why-us.  

 The Town captures visitors who want a break, either before or after crossing the border. How can 

Borden-Carleton do the same? 

 Perform a needs assessment (they determined a need for quality apartments for border security 

officers).  

 Spend a little to make a little.  

 Coffee shop is a hub of the community. 

 When enticing new business, send the message: “What can we do to make this happen?” 

 Your heart has to be in your community. 

 

Abbe Levin, Cultural Heritage Tourism Development Coordinator 

Maine State Office of Tourism 

 

The Story: 

‘Experience Maritime Maine’ is a partnership of maritime related organizations, business, and coastal 

communities working together to promote and preserve Maine’s unique maritime culture through 

heritage tourism efforts.  

 

Key Messages: 

 Identify cultural assets: collaborate, build partnerships, tell the story, be authentic, and preserve 

the assets.  

 Look at existing assets and do an inventory. Are these assets tourism ready? 

 The baby steps of this work are really important.  

 Anything that will be sustainable takes a long time to develop.  

http://www.tourismfredericton.ca/en/fredericton-sport-tourism-why-us
http://www.tourismfredericton.ca/en/fredericton-sport-tourism-why-us
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 ‘Cultural and Heritage Tourism: A Handbook of Community Champions’: 

http://www.slideshare.net/steventhorne/cultural-heritage-tourism-a-handbook-for-community-

champions 

 Quality service training program for Maine front line staff: Welcome ME – Visit Maine 

https://visitmaine.com/assets/downloads/welcomemehandout2-12.pdf 

 http://umaine.edu/centro/welcome-me-quality-service-training-home/ 

 Bridge Climb in Sydney, Australia: http://www.bridgeclimb.com/ 

 Maine Street America Program: http://www.preservationnation.org/main-street/. Collectively, 

the movement is the leading voice for preservation-based economic development and community 

revitalization across the country. Made up of small towns, mid-sized communities, and urban 

commercial districts, Main Street America™ represents the broad diversity that makes this 

country so unique. Working together, the programs that make up the Main Street America 

network help to breathe new life into the places people call home 

 Ask residents: What is the one thing you would never share with a tourist (hidden gem)? This 

fosters community pride among residents and demonstrates what they value in the community.  

 Tourists stop for: 

o Bathroom 

o Really good food 

o 2-3 really good experiences (ex. Brew Pub); Not just show and tell – must be a compelling 

and emotional experience.  

o Wi-Fi 

o Coffee 

 Look at trip ideas vs. an itinerary/package: share little nuggets, plant seeds, organize thematically 

and geographically.  

 Know your audience.  

 It’s all about leadership.  

 

Pamela Laskey – Owner/Operator 

Maine Foodie Tours 

http://www.mainefoodietours.com/ 

 

The Story: 

Portland, Kennebunkport, Rockland and Bar Harbor are steeped in rich local 

and maritime history. They are also home to an abundance of organic 

produce, dairy products from our farms, and fresh fish and seafood. Many 

imaginative and flavorful local dishes and confections – each often with an 

intriguing history of its own – are created by resourceful Maine chefs and 

purveyors, brewmasters, bakers, mixologists and more! Join Maine Foodie 

Tours as we uncover the storied past of these vibrant towns with our highly 

entertaining guides. You’ll enjoy tasty samplings of local fare created by 

talented artisans who continue to create and inspire! 

 

http://www.slideshare.net/steventhorne/cultural-heritage-tourism-a-handbook-for-community-champions
http://www.slideshare.net/steventhorne/cultural-heritage-tourism-a-handbook-for-community-champions
https://visitmaine.com/assets/downloads/welcomemehandout2-12.pdf
http://umaine.edu/centro/welcome-me-quality-service-training-home/
http://www.bridgeclimb.com/
http://www.preservationnation.org/main-street/
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Key Messages: 

 Tell the story of your community. 

 When developing your experience, connect with key point people i.e. leaders in your 

community. 

 Recruit employees through networking to get the right mix.  

 

Leon Seymour 

Fort Knox and Penobscot Bridge Observatory 

http://fortknox.maineguide.com/ 

 

The Story: 

The observatory is 420 feet above the Penobscot River. This is the only 

bridge observatory in the U.S. and only one of four in the world. Located on 

the west bank of the Penobscot River in Prospect, Maine, in an area known 

as the Penobscot Narrows, Fort Knox is one of the best 

preserved fortifications on the New England seacoast.  

 

Key Messages: 

 Tallest observatory in the world – owned by Maine 

Department of Transportation; however the park is a 

federal national park. 

 100,000 per year to the fort – about half visit the 

observatory.  

 What synergies exist for the Borden-Carleton community to showcase the Confederation 

Bridge to visitors? How do we tell the story of the Bridge?  

 

Kerry Altiero – owner/operator of Café Miranda in Rockland 

Miranda@midcoast.com  

www.cafemiranda.com 

 

Amy Rollins – Member Services Director of 

Penobscot Bay Regional Chamber of Commerce 

amy@penbaychamber.com 

www.penbaychamber.com 

 

The Story: 

Rockland’s Main Street Historic District encompasses the historic commercial heart of the town. Cafe 

Miranda is a cozy bistro with a big menu of ethnic tastes to please even the widest variety of palates. For 

more than 20 years we have served generous portions of wholesome food with big flavor. Kerry sources 

his meat, seafood and produce locally. Not because it is trendy, but because it’s the best quality, and we 

know our vendors as friends and neighbors. We have been a ‘Farm to Table’ restaurant for over two 

decades (even before it was a ‘thing’), and have our own Headacre Farm in nearby Owls Head. Chef 

Kerry Altiero and Cafe Miranda have won numerous awards including ‘Maine Chef of the Year’ by 

DownEast Magazine. 

 

http://fortknox.maineguide.com/
mailto:Miranda@midcoast.com
http://www.cafemiranda.com/
mailto:amy@penbaychamber.com
http://www.penbaychamber.com/


Borden-Carleton STEP Strategic Action Plan 

 

Page 32 

 

Key Messages: 

 25 years ago, Rockland had a reputation as a rough town. What turned Rockland around? The 

catalyst was a few people (leaders) who wanted to take a risk, and do their own thing. 

 Ignorance and tenacity are needed. 

 An entrepreneur knows how much toilet paper is in the bathroom.  

 Leverage mentors.  

 A community has to be open and honest and willing to evolve.  

 Having investors or government support is key – gaining initial capital is very challenging for a 

new entrepreneur. 

 Entrepreneurs grow a community’s job base – this is important! 

 “Good stuff eliminates crap.” 

 HIP – Honesty, Integrity, Perseverance.  
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Appendix F – Highlights of the Borden-Carleton Design Charrette Process 

The STEP Committee engaged in an interactive, leadership-engaged design charrette exercise on 

Saturday, January 7, 2017. The charrette was facilitated and conducted by Ekistics Plan and Design of 

Dartmouth, N.S. (Rob LeBlanc). Highlights of the exercise include: 

Residents’ Most Appreciated Assets as identified through the Design Charrette 

The following were noted as the 10 things residents of Borden-Carleton most appreciate about their 

community, in approximate order of significance: 

 Beaches, harbour, sunsets. 

 Bridge. 

 Rail Park. 

 Town walkability. 

 Gateway village. 

 Duck pond. 

 Confederation Trail. 

 Services (water, sewer, rink, library, sports fields, school). 

 Safe, family friendly community. 

 Jobs and businesses 
 

Planning and Development Guidelines 

The following guidelines help establish and focus the values of the community for prioritizing 

change in the next few years. While plans and visions may change, guiding principles should remain 

consistent over time and remain evident in any future plans or built works. Guiding principles should 

be the foundation for decision making in the future. 

 Set priorities for “locals First”. Build a town residents want to work in, live in and play in, and the 

tourists and businesses will follow. 

 Improve access to the water whenever possible. The Town’s major resource should be more accessible, 

more celebrated, and more priorities placed on investment. These include open space connections and 

parks as well as commercial opportunities on the water. 

 Ensure high quality design initiatives for the town. Keep vernacular design a high priority for all new 

developments that follow....public and private. Keep authentic design. No generica! 

 Promote historical legacies and cultural values. The Town has a unique cultural and natural heritage. 

Ensure the details are not lost but are celebrated in every new opportunity. 

 Maintain and improve walkability and connectivity in the Town. Connect the Town of Borden with 

Gateway Village in a more meaningful way. Expand trails and sidewalks in the town and link them 

whenever possible to the waterfront. 

 Develop a stronger development corporation for community economic development. 

 Identify and implement tourism economic development initiatives as a gateway community. Find ways to 

encourage more visits, longer stays, and more meaningful experiences while in the Town. 

 Explore opportunities for cruise-ship traffic. 
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 Create wider opportunities for housing variety. More single family, duplex, townhomes, multi-units, 

seniors housing, cluster developments. 

 Promote community pride. 

 Promote sustainability practices. 

 Promote local entrepreneurs first over chains. 

 Keep the bridge as a focal point for the community and front and centre in future designs. Create 

opportunities for tours, photographic viewpoints, festivals and events, must-see destinations at or near the 

bridge. 

 Encourage marine uses and an active deep water harbour. 

 Design for all age groups. 

 Assemble strategic waterfront properties to provide better access. 

 Improve Borden’s “Main Street(s)”. Attract new residents and businesses. 

 Create and promote high quality events year round. 

 Increase and support the volunteer base. 

 Support immigration and community diversity. 

 Train our own people to promote our own town. 
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Appendix G – Brand Creative Brief 

The following Band Creative Brief is not intended to conclude any specific positioning, thematic or 

brand proposition for the destination area. Rather the text provides an example or a model of questions 

and analysis which the ultimate positioning, thematic and brand choice should be subjected to or filtered 

through. 

 

 

Brand Creative Brief 

 
Purpose of the Theme/Brand Proposition  

The purpose of the theme/brand proposition is to stimulate awareness, excitement and interest 

surrounding the Borden-Carleton destination experience. 

  

What do we not want to say? 

We do not want to say what anyone else is saying. We do not want to say what has previously been said 

(e.g. references to ‘link’ or ‘gateway’) and which has not worked previously to generate sufficient 

awareness, excitement and interest involving the destination area as a competitive travel destination.  

 

What do we want to say? 

We want to say something very simple, fresh, honest, specific and authentic in a manner that will relate 

clearly to Borden-Carleton, to inspire tourism development and investment and generate competitive 

customer demand for the future: that the destination area is a place deserving of absorption and of 

spending time to enjoy bridge-themed and other experiences, to walk and stroll, to dine, to shop, to 

explore Borden-Carleton’s history, heritage and stories, to experience the people and traditions of the 

community and to take in coastal view-scapes, vistas of the Confederation Bridge and ocean sunsets. 

 

What do we want to primarily illustrate and demonstrate? 

We want to primarily illustrate and demonstrate that Destination Borden-Carleton is a seaside 

destination and a heritage port with a longstanding history of transportation, development and sense of 

community. 

 

What do we want to secondarily illustrate and demonstrate? 

We want to secondarily illustrate and demonstrate that Destination Borden-Carleton is a fun, vibrant 

place for consumers to stop, explore and spend time. 

 

Who are we primarily talking to? 

We are primarily talking to the classic Atlantic Canada touring vacationers whose primary interest is the 

pursuit of coastal scenic beauty, coastal experiences and walking and strolling through small coastal 

towns and villages. 

 

Who are we secondarily talking to? 

We are secondarily talking to residents of Prince Edward Island whose primary interest needs to be 

shifted from using Borden-Carleton as merely a travel corridor to a place of frequent, must-stop 

visitation. 
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Who are we thirdly talking to? 

We are thirdly talking to resident of Borden-Carleton whose primary interests are enjoying an enriched 

lifestyle and having greater pride of community. 

 

Who else are we talking to? 

We are also talking to tourism influencers in Prince Edward Island, to potential entrepreneurs and 

investors who are candidates for expanding tourism development within the destination area. 

 

What reactions do you want to evoke from the target audiences? 

We want the target audiences to become emotionally swept away by the idea of visiting and 

experiencing the destination area. 

We want the target audiences to unequivocally remember what is being presented to them. 

We want the influencer target audience to make tourism-related investments in the destination area. 

 

What do we want the target audiences to do? 

We want the target audiences to reserve time when traveling to and from Prince Edward Island to visit 

and enjoy the products, services and experiences offered by Destination Borden-Carleton. 

  

What is the new Primary Message? 

The primary message needs to say that Destination Borden-Carleton is ‘Prince Edward Island’s Home 

Port’. 

 

What is the new Secondary Message? 

The secondary message needs to say that the heritage and history supporting the ‘True Home Port’ 

concept are complemented by a wealth of in-demand travel products, services and experiences. 

 

What are the barriers audiences may encounter? 

Barriers the audiences may encounter might include: 

 Being unaccepting of the possibility that Borden-Carleton can achieve true destination (versus 

transient) stature. 

 Misunderstanding that being in Borden-Carleton can be a true coastal destination experience. 
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Appendix H – Highlights – Community Walkabout Exercise 

 
The Borden-Carleton STEP Committee participated in an interactive community walkabout exercise on 

June 11, 2016, the collective findings of which were collected into a PowerPoint presentation made to 

the group. The purpose of the exercise was to assess the built heritage of the town and area by 

identifying landmark buildings, open spaces, circulation routes, important vistas, landscapes and 

gardens. During the walkabout the committee identified unique features within the town that the group 

felt were important to preserve or develop upon.  

 

These unique features were what the committee felt were important components of Borden-Carleton’s 

landscape and were what is, or would contribute to, creating a strong sense of place within the town. 

During this exercise the committee also identified possible weaknesses in the built and natural 

landscapes that would require improvement in order to market Borden-Carleton as a vibrant, sustainable 

tourism destination. 

 

The walkabout focused primarily on the former Borden town site proper. This included coastal areas, 

retail areas, and rural areas of the town where there are existing trails, or the potential for connectors to 

the existing trail systems. Specifically the locations and areas that were visited are as follows: 

1 – Gateway Village, administration building, central clock and fountain, gazebo and boardwalk 

 

2 – Old go kart track at the site of the old Marine Atlantic terminal building 

 

3 – Marine Rail Park at the foot of the Confederation Bridge, and potential back shore beach access    

 under the bridge 

 

4 – Fisherman’s Wharf and harbor area 

 

5 – Parking lot overlooking the Fisherman’s Wharf (former tourist information building) 

 

6 – Front shore and light house trail  

 

7 – Old fabrication Yard, Kelly’s Shore and the salt marsh area 

 

8 – Back Shore and Noonan’s Shore 

 

9 – Ducks unlimited pond 

 

10 – Amherst Cove cottage area (view to the fabrication yard) 

 

11 – North Carleton (vistas of bridge across fields) 

 

Discussions and assessment of these sites revealed that many locations, buildings and landscape features 

not only possessed a high potential for tourism if developed responsibly and sustainably, but many 

locations also possessed a strong emotional connection for residents. 
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Buildings that the committee identified that were important to retain and preserve were churches, light 

houses and landmark buildings such as the former Abegweit Hotel and the former town hall. Although 

there are not many well preserved examples of heritage homes in the town, the committee determined 

that some dwellings date to the late 1800’s to the turn of the century; a proper assessment should be 

conducted to determine which homes are important to retain and which should be identified for possible 

future preservation. The assessment also identified that there is a quantity of vacant, underutilized lots 

and properties with dilapidated structures that are appropriate for infill development.  

 

One of the strongest attributes of the town is its proximity to the coast and beaches. Borden-Carleton is a 

gateway town as the Confederation Bridge is the main access to Prince Edward Island. The bridge 

provides year round access to the province and the structure itself is a world renowned landmark. The 

bridge’s mere presence in the local landscape contributes to stunning vistas that are unique to the 

Borden-Carleton area and this unique feature must be exploited for the benefit of the town. 

The committee took a more in depth look, with an eye towards needed improvements, at the coastal 

areas identified as key tourism development locations in the walkabout. Those locations are below: 

1 – Marine Rail Park – An access needs to be developed from this park under the Confederation 

Bridge to the back shore beach. A set of stairs needs to be installed to connect the park with the 

Fisherman’s Wharf area. The park and the wharf area are essentially the town’s prime water front 

area. A master plan process encompassing the area of the former Marine Atlantic terminal, tourist 

information centre, fisherman’s wharf area, and the Marine Rail Park should be initiated to determine 

a strategy for redevelopment of this area. This park and Gateway Village must be properly connected 

to give the area stroll ability. 

It was the group’s opinion that this area is the most appropriate place to locate sightseeing tours 

relating to the bridge, in addition to water based activities such as boating/kayaking, location of a 

waterfront restaurant, small specialty shops and accommodations. This area possesses strong 

potential for becoming the waterfront hub for the town. The committee notes that partnerships must 

be formed between the town, the bridge, the Harbor Authority, business owners and other stake 

holders so that redevelopment of this area can occur. 

The Marine Rail Park is the town’s main park and the committee felt it is currently underutilized; the 

park should become the main location for area festivals and events. Activities in the park should be 

year round; this year’s initial “Christmas in the Park” is a good example of such use. The park needs 

better promotion, to both residents and visitors alike, to ensure optimum levels of usage. 

2 – Front Shore and Lighthouse Trail – This trail system needs to be formally developed and a set 

of stairs must be constructed to ensure safe access to the shore. A development agreement has been 

signed between the Town and Maritime Electric to ensure access to this shore. 

3 – Old Bridge Fabrication Yard and Kelly’s Shore – The town must continue to lobby the 

provincial government regarding the cleanup and future use of this site. A formal remediation study 

for this property should be initiated and a spatial master plan should be commissioned. 

4 – Back Shore (Noonan’s Shore) – This is a beautiful beach area which requires some development 

to become a proper day use area. Proper parking and change facilities are needed as a first step to 

make the area more functional as a day use area. 

5 – Ducks Unlimited pond – This is a natural area with an abundance of bird life, wildlife, and flora. 

There is an existing rudimentary trail system linking this area to the Confederation Trail and the back 

shore. This is a key area to develop a trail connector to Carleton in the eastern portion of the town. 
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Accommodations are one of the main factors the town requires in order to meet the needs of tourists and 

other members of the travelling public and for Borden-Carleton to establish itself as a destination. Lands 

identified by the committee as key areas for the development of accommodations to meet this need are 

as follows: 

1) The site of the former Marine Atlantic terminal building and the former go-kart track. 

2) Lands on the corner of Dickie Road and the Trans-Canada Highway. 

3) There is also the potential to redevelop older dwellings within the former town proper as cottage 

accommodations. 

 

The main retail area in the town is Gateway Village. The retailers within this development are primarily 

seasonal with a handful of core year round operators. The committee consensus was that the town 

should work and form partnerships with existing property owners to attract additional retailers and 

services and establish Gateway Village as a year round retail development.      
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Appendix I – Highlights – ‘My Favourite Borden-Carleton Places’ Exercise 

Contributions received from Working Group members: 

 The bridge. 

 Town centre by the fountain and clock. 

 The Marine Rail Park. 

 The (former) Island Museum. 

 Gateway Village. 

 The boardwalk. 

 The Back Shore. 

 The caves (front shore). 

 The fishermen’s wharf. 

 Kelly’s Shore. 

 The old school property. 

 

 

 

 

 


